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ABSTRACT
Prior research has devoted considerable attention to consumer hedonic experience and customer satisfaction 
in retailing and online shopping settings. However, very little effort has been made to investigate the relation-
ship between hedonic experience and customer satisfaction in the context of information system use. To fill 
this gap, this study investigates the effect of hedonic experience on game player satisfaction using an adapted 
technology acceptance model. By doing so, this article addresses the core research question: What drives 
online game player satisfaction? In support of the model and most of the hypotheses, the empirical results not 
only identify key antecedents of enjoyment and perceived usefulness, but also confirm the significant role of the 
two constructs in predicting player satisfaction. This study thus helps both information systems and marketing 
researchers attain a better understanding of customer satisfaction, expand their baseline knowledge of hedonic 
experience constructs, and conduct more fruitful and illuminating future research on e-commerce service.
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INTRODUCTION

In the past decade, online gaming service 
has undergone exponential growth due to an 
Internet revolution where websites can use 
streaming video, audio, and a whole new set 
of user interactivity. This explosive growth 
has made the online gaming industry a highly 
profitable e-commerce business. According to 
DFC Intelligence, a strategic market research 

and consulting firm, online game players 
worldwide was 124 million in 2005 and nearly 
tripled to 376 million in 2009. The firm also 
estimates that the overall worldwide revenue 
for online games was $1.9 billion in 2003, and 
the revenue increased to $15.7 billion in 2010 
and is expected to grow to nearly $29 billion 
in 2016 (DFC Intelligence, 2011).

To compete in this fast-growing market, 
online gaming service providers strive to offer 
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attractive games and reduce subscription fee. 
Some new vendors in the market even compete 
by not charging subscription fee and allowing 
individuals to play for free. Although subscrip-
tion fee may influence players’ initial choices 
of gaming service, player satisfaction should be 
the central concern for online gaming service 
providers. This is because satisfied players are 
likely to stay longer with a vendor, play games 
more often, and tend to contribute to word-of-
mouth branding (Anderson & Srinivasan, 2003; 
Ding, Hu, Verma, & Wardell, 2010). Thus, 
the increasing proliferation of online gaming 
service and the fierce competition in online 
game market warrant investigation of the core 
research question of this study: What drives 
online game player satisfaction?

Past research finds that people play online 
games for various reasons such as overcoming 
challenge, alleviating tension, making friends, 
and killing time, but the most basic goal is to 
enjoy (Davis, Steury, & Pagulayan, 2005; Kim, 
Park, Kim, Moon, & Chun, 2002). That is, they 
primarily use online gaming service to derive 
a hedonic experience (Wu, Li, & Rao, 2008). 
Researchers in Information Systems (IS) field 
have indeed shown that enjoyable experience 
is fundamental to a positive attitude toward 
playing online games (Hsu & Lu, 2004). IS 
researchers also find that optimal user experi-
ence has a significant effect on both attitude 
toward and acceptance of online games (Lee, 
2009). The brief overview of several articles 
cited above suggests that we need to take a 
close look at hedonic experience with respect 
to player satisfaction. However, based on our 
knowledge, very few studies have systemati-
cally examined the role of hedonic experience 
in online game player satisfaction.

To fill this gap and address the core re-
search question stated above, the current study 
investigates the effect of hedonic experience on 
player satisfaction using an adapted technology 
acceptance model (TAM). Given that online 
gaming service is enabled by Internet-based 
information technology, TAM should fit in 
this e-commerce business environment and can 
serve as a good starting point as we attempt to 

better understand player satisfaction (Cayir, 
Basoglu, & Daim, 2010). To provide a sound 
theoretical basis for our research model, the 
current study also draws on a key marketing 
theory—the hedonic consumption perspective, 
which emphasizes the importance of hedonic 
experience to consumer behavior. By combining 
the perspective with TAM, the current study 
contributes not only to an interdisciplinary 
approach to model development, but also to 
an improved understanding of user satisfaction 
with an IT-based service. Moreover, this study 
also contributes by comparing the predictive 
power of TAM variables with that of hedonic 
experience constructs, and thus helps to ascer-
tain which ones play a more important role in 
online gaming service context. This particular 
issue is of profound theoretical and practical 
importance, but so far, it has not been directly 
and systematically investigated.

This study tests the research model using 
questionnaire responses from 402 online game 
players, and analyzes the data by employing a 
structural equation modeling tool. Next, we 
provide theoretical background, followed by 
a section in which we present the research 
model and hypotheses for this study. We then 
report research design and the results of data 
analysis. Finally, we conclude with a discus-
sion of important insights, implications, and 
limitations of this study.

THEORETICAL BACKGROUND

The Technology Acceptance Model

Technology adoption and usage has long been 
a central and fundamental research topic in 
information systems (IS) field. To explain 
system-use behavior, several research models 
have been developed, including the technology 
acceptance model (TAM) by Davis and his 
colleagues (1989). Since its inception, TAM 
has attracted considerable attention and been 
applied to a wide range of users, information 
technologies, and system-use contexts (Lee, 
Kozar, & Larsen, 2003). Because of its practi-
cal utility and the wealth of empirical support 



 

 

16 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/customer-satisfaction-in-the-context-of-

online-gaming-service/117549

Related Content

Net Centricity: What Does It Mean?
Supriya Ghosh (2010). Net Centricity and Technological Interoperability in

Organizations: Perspectives and Strategies  (pp. 1-14).

www.irma-international.org/chapter/net-centricity-does-mean/39859

Business Intelligence–Hybrid Metaheuristics Techniques
Mary Jeyanthi Premand M. Karnan (2014). International Journal of Business

Intelligence Research (pp. 64-70).

www.irma-international.org/article/business-intelligencehybrid-metaheuristics-techniques/108013

Improve Intelligence of E-CRM Applications and Customer Behavior in

Online Shopping
Bashar Shahir Ahmed, Mohammed Larbi Ben Maatiand Badreddine Al Mohajir

(2015). International Journal of Business Intelligence Research (pp. 1-10).

www.irma-international.org/article/improve-intelligence-of-e-crm-applications-and-customer-

behavior-in-online-shopping/132820

Queuing Networks for Designing Shared Services
Hai Wang, Yezheng Liu, Yuanchun Jiangand Shouhong Wang (2014). Encyclopedia

of Business Analytics and Optimization (pp. 1961-1966).

www.irma-international.org/chapter/queuing-networks-for-designing-shared-services/107384

Integrating Human Talent
 (2018). Applications of Conscious Innovation in Organizations (pp. 133-149).

www.irma-international.org/chapter/integrating-human-talent/199663

http://www.igi-global.com/article/customer-satisfaction-in-the-context-of-online-gaming-service/117549
http://www.igi-global.com/article/customer-satisfaction-in-the-context-of-online-gaming-service/117549
http://www.igi-global.com/article/customer-satisfaction-in-the-context-of-online-gaming-service/117549
http://www.irma-international.org/chapter/net-centricity-does-mean/39859
http://www.irma-international.org/article/business-intelligencehybrid-metaheuristics-techniques/108013
http://www.irma-international.org/article/improve-intelligence-of-e-crm-applications-and-customer-behavior-in-online-shopping/132820
http://www.irma-international.org/article/improve-intelligence-of-e-crm-applications-and-customer-behavior-in-online-shopping/132820
http://www.irma-international.org/chapter/queuing-networks-for-designing-shared-services/107384
http://www.irma-international.org/chapter/integrating-human-talent/199663

